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IT’S HARD TO GET PROFESSIONAL RESULTS
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PROFESSIONALS SEARCH STN.

Your tool shouldn’t restrict your results. STN is the most complete
search and retrieval platform for the world’s disclosed scientific and
technical research. Only STN offers CAS’ REGISTRY and other authoritative databases, Thomson Reuters’ Derwent World Patents Index®,
and the most complete offering of science and technical content along
with unparalleled search precision. The world’s patent offices rely on
STN, shouldn’t you? Learn more at cas.org or stn-international.com.
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Web archiving tools give libraries and
institutions the power to continue their
historic role in support of research and
education: finding, collecting, organizing,
and archiving a vast amount of information on a broad range of subjects, and
preserving even the most ephemeral
digital information for future generations.
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» Build new collections
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» Save at-risk websites
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Creating Strategic Value:
Forging a Brand
We must decide who we are and what we
deliver, then communicate that value to our
clients and employers.
BY DEB HUNT, SLA PRESIDENT

Who are we librarians and information professionals? According to Ulla
de Stricker (2009), we “aren’t what
we once were.” As Ulla explained, “If
we play our KM (knowledge management) or ‘knowledge engineer’ cards
right, there are very few areas in any
organization in which we won’t have
significant contributions to make.”
We become invaluable to our organizations and potential employers as
we shed or expand existing roles and
become seen as part of the solution,
not part of the overhead. Fortunately,
many of us are already valued by our
customers, but some of us still struggle
to get the funding and professional recognition we desire and deserve.
Sadly, I’ve found in my consulting work that many of my clients are
shocked to learn I have a graduate
library degree. They find it hard to
believe I can do so much more than
what they think the stereotypical librarian can do. I’m sure many of us are
tired of fighting these old stereotypes.
To overcome them, we have to decide
four things: who we are, what we want
to be called, whether it matters what
we’re called, and what’s in a name.
So, how can we get the recognition we deserve and put ourselves on
the path to success? I think we must
be proactive, take risks, expand and
strengthen our skill set, and invest in
ourselves.
Waiting for or expecting others to
invest in us lets them control our
careers. We must be proactive, letting
go of services and resources our customers don’t want or need and provid-

ing the ones they do. Only then will we
be perceived as invaluable to our organizations. We may not be able to control everything about our job or career,
but there are many career options that
are within our power to select.
We must continually demonstrate
and deliver value to our organizations
and potential employers and clients as
we transform what we do and how we
serve our patrons, students, customers
and clients. This is especially true for
those we serve who may think a library
is not of value or have not used a library
and its resources in a long time. Yes,
we are being asked to do more with
less, we all know that. But what is really
important is not waiting to be asked.
What we do needs to positively contribute to the bottom line of our organizations or our clients. Whether we work
in a for-profit or nonprofit library or
organization, we need to demonstrate
how we contribute to its health and
well-being. As John Latham (2009) put
it, librarians and information professionals “need to be defined in terms of
the value and benefit they provide to
their organizations.”
Unfortunately, those in positions of
power to hire and fire often do not
know the value we provide or the good
we do. We must tell them continually,
verbally and in writing, and prove it by
showing them. We must never assume
they know.
Many of us are reluctant to promote
ourselves, but our reticence may hinder our careers. I have a colleague who
has worked part-time for several years
in a busy library. Recently, the library

hired a full-time librarian. My colleague
applied and went through the interview
process, but was not hired.
Was it because she didn’t take on
projects beyond her regular job duties?
Was she irresponsible on the job? Was
she a poor reference librarian? No! It’s
because she did not shout from the
rooftops the value she brings to the
library and its patrons.
We each must forge a brand, then
communicate and demonstrate value.
We must make sure we—
• Speak a language our customers
and supervisors understand;
• Know the business of the organization;
• Know how the organization works;
• Know where our services are needed
and can add value;
• Know which services are needed
and how they should be delivered;
and
• Know how to consistently deliver and
perform.

An Investment or an Expense?
As many of you know, my theme for
2013 is “Transform Knowledge and
Expertise into Strategic Value.” Now
that we are “future ready” (President
Cindy Romaine’s theme for 2011) and
“agile” (President Brent Mai’s theme in
2012), how do we express these skills
and the resulting value we add to our
organizations and clients? How do we
demonstrate value so that stakeholders
turn to us to connect them to what they
need and thus see us as essential to
their success?
As we strengthen our skill set and
move into expanded areas of information and knowledge management, we
are transformed. We become invaluable
to our organizations and clients and
contribute positively to the bottom line.
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We must be careful, however, not
to confuse effort with results. We must
continually ask ourselves whether we
are perceived as an investment or an
expense. We must be the first resource
our stakeholders contact for strategic
information and knowledge. To be the
first, we must do the following:
• Overcome stereotypes;
• Reinvent/rebrand ourselves for
career sustainability;
• Lead change and lead the way;
• Demonstrate value;
• Empower ourselves and our users;
• Look outside our profession and
focus on how others perceive us;
• Apply the above mindsets to our
working relationships;
• Leverage skills we’ve been developing;
• Behave strategically;
• Solidify and showcase our brand;
and
• Add value.
Through organizational alignment and
client focus, the information center
or library becomes an integral part of
the organization or community. Users
and clients start recognizing how our
products and services add value to their
work, and they refer others to us from
both outside and within the organization. They have faith in our ability to
deliver and trust us to give them correct, authoritative and context-relevant
information.

Act like you are an important part of the
strategic team and put your head there.
Step up to the table. Dress for success.
Act like you belong in leadership. Have
a mindset for action. Don’t settle for
WalMart—aim for Nordstrom. Be the
professional you want to be.
Being leaders requires us to challenge ourselves. How can we create
amazing experiences every day for our
users? How can we help our clients ask
better questions? How can we make our
libraries invaluable and irreplaceable in
our communities? How can we nurture
abundant curiosity?
Questions like these can guide our
thinking, help us do extraordinary
things, and prepare us to meet the
future. These questions paint a vision of
the future that is aligned with our goals
and values; they allow us to create the
future rather than just let it happen to
us and our clients. Libraryland would
be a happier place, and we’d frame
our challenges better, if we used this
approach more often. SLA
REFERENCES
de Stricker, Ulla. 2009. Creating Influence
through ‘Being There.’ Information Outlook,
13(5): 13-16
Latham, John R. 2009. Finding and Providing
Information Aren’t Good Enough. Information
Outlook, 13(5): 51

Seeing Ourselves as Leaders
We are all busy, but if we think we are
too busy to move forward, we will miss
opportunities and end up falling short
of our potential. There is no progress
without change. The bottom line: be
relevant, be top of mind, and strive for
maximum impact.
We must deliver results and envision ourselves as a key member of the
leadership team in our organization.

Information Outlook® is a registered trademark of
the Special libraries association.
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E L E C T I O N S · N A M E C H A N G E · N O M I N AT I O N S · M E T R I C S
Strand Tops Slate of
New Board Members
SLA members elected Jill Strand to
serve as the association’s 2015 president and James King and Juliane
Schneider to lead the Chapter Cabinet
and Division Cabinet, respectively, that
same year.
Slightly more than one-fourth of the
association’s members voted in the election, which closed on 25 September.
The voting resulted in the following
candidates being elected to the 2014
Board of Directors:
• President-elect: Jill Strand
• Chapter Cabinet chair-elect: James
King
• Division Cabinet chair-elect: Juliane
Schneider
• Directors: Moy McIntosh and Bethan
Ruddock
The new board members will begin
their terms on 1 January 2014 and will
attend their first in-person board meeting at the SLA Leadership Summit in
mid-January. They will join the 10 current members of the board whose terms
continue through 2014.
Jill is director of the Knowledge
Management Library at Maslon
Edelman Borman Brand, a law firm in
Minneapolis, Minnesota. She has been
active in SLA at the student, chapter
and association levels, chairing the
Public Relations Advisory Council, the
Nominating Committee and the 2013
Annual Conference Advisory Council.
She has written the “Market Share”
column for Information Outlook since its
inception in June 2011.

Survey to Query Members
about Name Change
SLA members will be surveyed later this
year about whether they would like to
discuss a possible name change for the
association, although no specific name
will be proposed in the survey.
At the Joint Cabinet meeting at SLA
2013, the Public Relations Advisory

Council (PRAC) presented a recommendation that called for a survey of
SLA members regarding their interest
in changing the association’s name.
Cabinet members moved and seconded the PRAC recommendation at that
meeting, but did not have enough time
to conduct a meaningful discussion and
call the question. The recommendation
was therefore set aside for future consideration.
The Joint Cabinet reconvened virtually in late July and proceeded to discuss
and vote on the original motion and a
proposed amendment to the motion.
Per instructions from SLA’s parliamentarian, the cabinets had to vote individually rather than as a single aggregate
group. Both cabinets approved motions
to survey the SLA membership within
60 days, although the Chapter Cabinet
favored gathering additional information
from the membership about the desirability, time frame, and priority level of
a possible name change.
The two recommended actions were
forwarded to the board and discussed
at the August 14 board call. After
board discussion, SLA President Deb
Hunt appointed three board members
(Ann Koopman, Tara Murray and Kama
Siegel) and recommended three Joint
Cabinet members (Philip Gust, Stephen
Phillips and Chris Vestal) to work with
PRAC to develop draft survey questions, conduct the survey and prepare
a report for the board and the Joint
Cabinet by 1 November.

Nominees Sought for
2015-2017 Board Term
Looking for a way to take your leadership skills to the next level? Know
someone who has the skills, desire and
drive to help SLA during these challenging times? If so, the SLA Nominating
Committee invites you to nominate yourself or recommend a colleague to serve
in one of the following leadership positions: president-elect, Chapter Cabinet
chair-elect, Division Cabinet chair-elect,
or director (two positions open).

The committee is seeking 10 candidates—two for each of the five positions—to stand for election in September
2014 and commence serving in January
2015. Nominations must be received
by 2 January 2014. Details about the
responsibilities for each position can be
found at www.sla.org/content/SLA/governance/bodsection/descriptions.cfm.
Candidates should have good communication skills (both listening and
speaking), be forward thinkers capable
of seeing the big picture, and be solution oriented and dedicated to following
through. The SLA Board of Directors
meets monthly by conference call and
in person at the annual conference
and Leadership Summit. Travel reimbursement is available to board members if needed (see the Travel and
Reimbursement Policy for details).
All SLA members, especially leaders
of divisions, chapters, committees and
councils, are encouraged to identify
people they think are ready and willing to serve on the board. To make a
nomination, send the following information to any member of the Nominating
Committee:
• The nominee’s name, address and
phone number;
• The board position for which you are
recommending the nominee;
• The length of time the nominee has
been an SLA member;
• Any offices the nominee has held in
SLA chapters, divisions, committees,
or councils;
• Other SLA and professional activities
(e.g., teaching CE courses, writing
articles for publication or service in
another professional association) in
which the nominee has participated;
and
• Any additional information that distinguishes the candidate from others
and illustrates why he or she is an
ideal candidate for the board.
Continued on page 24

Content is copyright protected and provided for personal use only - not for reproduction or retransmission.
INFORMATION OUTLOOK V17 N05 SEPTEMBER/OCTOBER 2013
For reprints please contact the Publisher.

5

BUSINESS,
UNUSUAL.
Today’s modern legal organization has everything it needs
to conduct the business of law. Or does it?

FULL PG. BLEED AD

A deep understanding of a business or an industry is essential to
PG. 6and challenges frst.
helping your clients see trends, opportunities
Bloomberg Law® powerfully integrates world-class company and market
information, proprietary news and comprehensive legal content—all
searchable in one place. With the addition of Bloomberg BNA, you gain
even more insight from practice-area analysts and leading practitioners.
Seize the advantage with a legal and business intelligence, news
and research system organized for the way you work.
BECAUSE IN TODAY’S LEGAL PRACTICE,
IT’S NOT BUSINESS AS USUAL.

For a complimentary trial, call us
anytime at 1 888 560 BLAW (2529)
or visit us at bloomberglaw.com
©2013 Bloomberg Finance L.P. All rights reserved.

0813 -JO10001

Content is copyright protected and provided for personal use only - not for reproduction or retransmission.
For reprints please contact the Publisher.

INFO NEWS

KNOWLEDGE WORK · ASSOCIATIONS · E-BOOKS
‘Knowledge Work’ Becoming
Increasingly Automated
Information professionals and librarians may soon find themselves sharing
information with machines rather than
people, according to a study released
recently by McKinsey & Company.
In 2010, McKinsey published a study
describing 10 business trends that were
being fueled by innovations in information technology (IT). McKinsey has now
updated the study, adding new trends
that are gaining momentum and deleting those that have become commonplace and no longer qualify as trends.
One of the additions to the 2013
study report is “Automating Knowledge
Work,” a trend that reflects advances
in how machines process language
and understand context. Just as jobs
involving manual labor and transactional tasks have become increasingly
automated over the last few decades,
improvements in data analytics, lowcost computer power, machine learning, and interfaces that “understand”
humans are doing the same to information-intensive tasks.
“At Clearwell Systems, a company that
analyzes legal documents for pretrial
discovery, machines recently scanned
more than a half million documents and
pinpointed the 0.5 percent of them that
were relevant for an upcoming trial,”
the study report states. “What would
have taken a large team of lawyers several weeks took only three days.”
The study authors posit that this trend
could lead to a workforce that contains
a mix of lower-cost supercomputers and
higher-priced workers with the judgment and technical skills to manage
the new knowledge “workforce.” This
development could profoundly alter the
structure and culture of organizations
and prompt efforts to retrain workers
and redesign work processes.
“As the automation of knowledge work
gains momentum, and computers start
handling a growing number of tasks
now performed by knowledge workers,

some mid-level ones will probably be
displaced and people with higher-level
skills will become more important,” the
study report concludes. “Providing new
forms of training to upgrade knowledge
workers’ capabilities and rethinking the
nature of public education will be critical priorities for business and government leaders.”

IFLA to Expand Library
Association Program
Library associations in developing areas
of the world will become better able to
serve their member libraries and provide access to information, thanks to an
initiative sponsored by the International
Federation of Library Associations and
Institutions (IFLA).
In 2010, IFLA launched its Building
Strong Library Associations (BSLA)
Program to help expand the capacity and sustainability of library associations around the globe. The goal of the
program is to strengthen local library
leaders and the library profession and
encourage associations within regions
to share their experiences and solutions.
BSLA consists of a training package
and case studies on library association
development, mentoring and advice on
forming partnerships, an online platform
for interactive learning and materials,
and an impact assessment. Between
2010 and 2012, IFLA conducted the
program in 6 countries—Botswana,
Cameroon, Lebanon, Lithuania, Peru,
and the Ukraine.
During the next few years, the BSLA
Program will be expanded through a
series of regional meetings and projects
in Africa, Asia and Oceania, and Latin
America and the Caribbean. These
areas have a rising demand for library
services to support their growing needs
in education, literacy, information for
the community, and access to electronic information services and delivery.
Library associations in these regions
can apply to IFLA for funding to imple-

ment workshops and activities utilizing
BSLA materials and to develop partnerships and strategies.

E-books Showing Modest
Growth for Academic Presses
University presses are continuing to
incorporate digital technology into their
publishing strategies, but changes in the
marketplace and the need to develop
sustainable business models are slowing the pace of this process, according
to a recent survey.
The Association of American
University Presses polled its members
and found that e-book sales typically
amount to between 5 and 15 percent
of overall revenues, with press directors
expecting that share to grow only slightly in the coming year. Sales to retailers
and aggregators account for the majority of e-book revenues, with direct sales
to libraries and from press Websites
claiming smaller profit shares.
Portable document files (PDFs) are
the most common output format—every
press surveyed makes content available
through this technology—but many
presses are incorporating XML into their
production workflow. Amazon Search
Inside the Book and Google Books
for Publishers are the preferred digital
discovery programs, while Facebook
and Twitter are the favored digital
marketing services. Nearly one-third
of the presses surveyed do not offer
promotional free content or access
through their own Website or their
institution’s Website. SLA
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FACILITATING COLLABORATION AND VALUE CO-CREATION

Shared Goals and a
Supportive Culture
inforMation ProfeSSionalS can lay tHe groundWork for organiZationS
to encourage collaboration and generate greater value.
BY STUART HALES

O

n Project Runway, a U.S.
television series in which
aspiring fashion designers compete against each
other to create the best clothes, the
contestants are sometimes assigned to
work in pairs or groups of three to create a “look” that addresses a specific
design challenge. These competitions
often result in the show’s worst clothing designs, not because of a lack of
talent but because of an inability or
unwillingness to collaborate. Asked to
work together toward a common goal,
the designers frequently argue with
each other instead, each blaming the
other(s) for the clothing’s failures.
The series, now in its 12th season,
draws about 4 million viewers each
week, but business executives and
government and organizational leaders

clearly are not among the show’s fans.
Rather than eschewing collaboration,
they are embracing it: A 2010 study
by Avanade found that more than 80
percent of executives see collaboration
as “the key to success.”
What’s behind the desire to form
teams and encourage collaboration? In
a word, value. Executives believe their
organizations can create more value—
better products, better services, better
ideas—by working in teams than by
working individually.
“Collaboration is important because
we live and work in an increasingly
complex environment in which we can
accomplish far more by working together with shared goals than we can by
working at cross purposes and competing internally,” says Evan Rosen, an
expert on creating and strengthening

STUART HALES is senior writer/editor at SLA and editor of
Information Outlook.

8

collaborative workplace environments.
“If a team shares common goals and
[its] members work in concert to create
value, that’s collaboration.”
Many organizations mistakenly
believe, however, that the key to collaboration is technology. “The reality is
that technology extends and enhances
collaborative organizational structure
and culture, but technology will not
create collaboration,” Rosen says. “The
explosion in social media is incredibly
democratizing and empowering in society and organizations, but just because
we’re using these tools doesn’t mean
we’re collaborating. It’s quite possible to
use social media within or among organizations and create little or no value.”
Jim Harper, who manages content
collection for Knovel, offers additional
caveats about the power of technology
to enhance collaboration. “If the tools
designed to encourage collaboration
become cumbersome to use, employees will stay away from them,” he
writes. “An organization cannot justify
spending thousands of dollars on an
online resource if its workers find it
overwhelming or unhelpful.”
Harper says information profession-
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als and librarians should focus not on
tools or technology but on culture—
specifically, trying to create a culture
of research collaboration. Doing so, he
writes, means “identifying and putting
in place systems and processes that
allow employees to collaborate and
find answers to their questions without
the direct assistance of an information
professional.”
The key to implementing these systems and processes, according to
Harper, is to leverage so-called “power
users” of the library or information center. These stakeholders should be kept
informed of available resources and
encouraged to share them with others.
“Workplace surveys show that when
employees want information, they frequently turn to co-workers perceived
as having expertise in certain areas,”
Harper writes. “If someone in your
organization (let’s call him Mike) is
the person other employees go to with
questions about steel, he should be
aware that the library or information
center has steel-related resources and
databases on steel properties and steel
design. It should be easy for him to
access one of these resources, print
a few pages of it, and share them with
a colleague. He should also be able to
e-mail a link from a resource to someone in a remote office to help address
that person’s questions.”
Like Harper, Terry Hanson believes
that culture—in this case, an information management culture—is critical
to generating value. Creating such a
culture requires the development and
management of an information strategy
that enables the organization to generate more value from its investment in
information resources.
“The purpose of an information
strategy is to ensure that information
management is embedded into regular
vertical management processes, both
strategic and operational,” he writes.
“Given this scope, an information strategy would seek to ensure a comprehensive and integrated approach to securing maximum value from investments in
information resources and systems.”

The impact of adopting this approach,
Hanson states, would be felt throughout
the organization, not just in the library
or information center.
“If successful, the process would
be one in which the library’s contribution would manifest itself not so much
through greater use of traditional library
services, but through a benign diffusion of professional values that promote
a more effective information management culture,” he writes. “This strategic contribution might be accompanied
by concrete offerings in the form of,
for example, information architecture
design, metadata management, digital
literacy, and tailored information services.”
Although Rosen, Harper and Hansen
offer different strategies for encouraging
collaboration and creating value, they
share a common belief that information
professionals and librarians can and
should play critical roles in these areas.
“As curators of information, librarians
can make the case to others in the
organization that adopting a collaborative organizational structure and cul-

ture will maximize value,” Rosen says.
“[The] opportunity is more active than
passive,” Hanson writes. “[I]t is to try to
influence the development of the information management culture and inculcate these attitudes and values into the
organization’s management ethos and
governance processes.”
To learn more about their views on
collaboration and value co-creation,
turn the page. SLA
REFERENCES
Avanade. 2010. Eighty Percent of Executives
Report Collaboration is Key to Success.
Seattle: Avanade.
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Working Together
to Create Value
by finding coMMon ground and SHaring goalS WitH PeoPle in otHer
dePartMentS, librarianS and inforMation ProfeSSionalS can ParticiPate
in Making deciSionS and Join in develoPing ProductS and ServiceS.
AN INTERVIEW WITH EVAN ROSEN

It seems you can’t read anything in the
business and technology media these
days without coming across the words
social, collaboration and teams. What
do these terms mean, how are they
alike and different, and why is collaboration so important?
Collaboration is important because we
live and work in an increasingly complex
environment in which we can accomplish far more by working together with
shared goals than we can by working
at cross purposes and competing internally. I define collaboration as working
together to create value while sharing
virtual or physical space. So the question I always ask is whether we’re creating value. If we’re not creating value,
perhaps we’re socializing or networking
or disseminating information, but we’re
not necessarily collaborating.

The explosion in social media is
incredibly democratizing and empowering in society and organizations, but just
because we’re using these tools doesn’t
mean we’re collaborating. Often, social
media tools are used simply to broadcast or disseminate information or to
call people to action. So it’s quite possible to use social media within or
among organizations and create little or
no value.
In fact, when people use social media
tools without a collaborative process
or project, the tools can be distracting rather than empowering. That
said, integrating tools such as social
media into work styles and collaborative
processes can extend and enhance
collaboration.
So, to sum up, if a team shares
common goals and its members
work in concert to create value, that’s

collaboration. Some organizations,
though, equate teams with competing—
and internal competition short-circuits
collaboration.
When you say value, what do you
mean? What kinds of value can librarians and information professionals create through collaboration?
For value creation to resonate with
library and information center professionals, they must share the same goals
as people in other departments. By
working across departments and functions to find common ground, librarians
can participate in decisions and join in
developing products and services.
Value creation includes greater efficiency, making better and faster decisions, reducing time to goal, reducing
time to market, and upgrading innova-

EVAN ROSEN is the author of The Bounty Effect: 7 Steps to The Culture of Collaboration® and The Culture of Collaboration®: Maximizing
Time, Talent and Tools to Create Value in the Global Economy. At the Culture of Collaboration Institute, Evan leads a cross-functional team
of researchers and strategists. He speaks widely on collaboration topics. For more information about Evan, visit www.thecultureofcollaboration.com.
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tion. The challenge for librarians, as
curators of information, is to spread
knowledge around the organization rather than hoarding knowledge or waiting
for somebody to tap it. As collaboration
increases, the library and information
center function becomes interdependent with other functions, and the use
of library resources increases.
You speak and write about the need for
organizations to create a “culture of
collaboration.” What is it, and how can
organizations create one?
Adopting a collaborative culture requires
changing the organizational structure.
The structure of most organizations
today is much the same as it was during the Industrial Age—command and
control. In the Industrial Age, command and control seemed to work,
because barriers of time and distance
were significant. It was more efficient
to send down orders from headquarters
and pay a few people to think and pay
everybody else to carry out orders.
Today, businesses operate in a complex environment that’s constantly
changing, yet many organizations are
still stuck in command-and-control
mode. This is not just inefficient; it also
inhibits sharing. In command and control, there’s no mechanism for front-line
people to contribute their expertise and
insights and participate in decisions.
Critical knowledge and input are lost.
Too many organizations still cling to
obsolete remnants of command and
control, like org charts. The standard
org chart hasn’t changed much since
the Industrial Age. It reflects the organizational structure, of course, but also
the culture—in many organizations, the
org chart not only indicates who reports
to whom, but also who can communicate with whom.
The org chart is just one of many
remnants from the Industrial Age that
are keeping organizations from evolving.
This must change, because technology
has made time and distance barriers
far less significant. In the Information
Age, we have the technological ability
to engage one another spontaneously

regardless of level, role or region. So we
must align the culture and structure of
organizations with today’s technological
capabilities and the demands of the
marketplace.
We can create far greater value by
coming together in concert than by
sending work down the line or sending requests for decisions up the line.
In my new book, The Bounty Effect, I
show how to change the structure in
seven steps: Plan, People, Principles,
Practices, Processes, Planet and
Payoff.
Can an entity within an organization—
say, a library or information center—
become collaborative even if the larger
organization doesn’t?
There are many organizations with pockets of highly collaborative activity while
the broader organization is anything but
collaborative. The challenge for these
organizations is to spread collaboration
around the organization and beyond
specific departments and functions.
For example, an entity such as a
library within an organization can certainly get the ball rolling and collaborate
within that department. Then, librarians
and information professionals can begin
reaching across the organization to collaborate with others.
To achieve maximum results through
collaboration, people must collaborate
across levels, roles and regions. This
requires changing the organizational
structure and culture. So, as curators
of information, librarians can make the
case to others in the organization that
adopting a collaborative organizational
structure and culture will maximize
value.
How will librarians and information
professionals know if their efforts at
collaboration are successful? Are there
value-based goals or metrics they
should establish?

processes and how products and services are resonating with customers are
quality-based metrics. Librarians and
the broader organization can quantify
these metrics before and after the organization adopts a collaborative structure
and culture.
What’s the one thing everyone thinks
they know about collaboration that’s
wrong, and what’s one thing they don’t
know that surprises them?
There are two common misconceptions
about collaboration, and they’re equally
important. The first misconception is
that tools and technology create collaboration. The reality is that technology extends and enhances collaborative
organizational structure and culture,
but technology will not create collaboration. Another common misconception is
that collaboration is discussion without
decision. Collaboration produces better,
faster decisions because all stakeholders come together in real time and hash
out issues.
What might surprise people is that
collaboration requires constructive
confrontation, which I explain in my
book, The Culture of Collaboration®:
Maximizing Time, Talent and Tools to
Create Value in the Global Economy.
People spontaneously engage one
another and hash out issues on the fly
so they can make better, faster decisions and improve processes, products
and services.
If you could give one piece of advice to
librarians and information professionals
about collaboration, what would it be?
When you see or experience collaboration working, spread that knowledge.
SLA

Time and quality are the two primary
metrics for collaboration across the
organization. Time to decision, time
to goal, and time to market are timebased metrics, and the efficiency of
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Creating Value
through Research
Collaboration
by eMbracing tHe role of content StrategiSt, inforMation
ProfeSSionalS can create a culture tHat encourageS eMPloyeeS to
SHare tHeir beSt reSearcH MetHodS and toolS WitH eacH otHer.
BY JAMES HARPER

A

s corporate libraries evolve
from physical spaces with
stacks of reference materials into self-serve digital
resources, fewer information specialists
are available to help patrons. Granted,
today’s employees are more self-sufficient and technologically savvy than
their predecessors, but that doesn’t
mean they are equipped with the skills
and know-how to find the information
they need.
Consequently, information professionals are often faced with the daunting task of helping hundreds if not thousands of employees find information.
They are even expected to anticipate
employees’ information needs and have
answers to employees’ questions before
those questions are even asked!
To assist as many clients as possible

with the limited resources available
to them, many information professionals try to create a culture of research
collaboration. Creating this culture
encompasses much more than providing information sessions that encourage
employees to share their best research
methods and tools with each other.
It means fully embracing the role of
content strategist—identifying and putting in place systems and processes
that allow employees to collaborate and
find answers to their questions without
the direct assistance of an information
professional.
Implementing a culture of research
collaboration can help employees feel
better connected to their organization
and colleagues, make them more productive, and even reduce their workplace stress. This article introduces

some strategies, processes and systems
that can help information professionals
facilitate research collaboration.

Rewarding Employees
While most employees are likely to
collaborate when a task or project is
challenging or significant, they have
little incentive to do so when there’s
no perceived payoff or when the organizational culture is more competitive
than cooperative. For example, in many
organizations, information is a form of
power, so there is little incentive for
an employee to share knowledge with
colleagues outside his or her immediate group. It may even be beneficial for
an employee to keep research findings
“close to the vest” and divulge them
strategically, so as to cultivate a perception of being a thought leader. This will

JIM HARPER manages content collection for Knovel, an online technical resource used by engineers around the world. In
this role he curates the interactive books, proceedings, reports, and other content available on the Knovel platform and also
develops new subject area collections. Prior to joining Knovel, he worked as a program manager and acquisitions editor at
John Wiley & Sons managing and acquiring reference books and textbooks in areas as diverse as cooking, graphic design,
agronomy, geographical science, and civil engineering.
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encourage other workers to seek out
the employee for help on similar projects and, in turn, lead the organization
to assign him or her more high-profile
projects, thereby making the employee
even more valuable to the company.
This type of behavior is often counterproductive to an organization’s growth
and ability to innovate, and many companies have actively worked to change
this mindset by rewarding employees
for sharing knowledge and collaborating
with colleagues. After all, if an organization is already rewarding its employees
for meeting or exceeding their performance goals, why not reward them
for sharing and communicating their
research with each other as well?
Baker Hughes, an oilfield services company with more than 57,000
employees, has implemented several rewards systems to encourage its
employees to be significant collaborators. “Multiple award strategies are in
place to ensure that our employees are
recognized and compensated through
various means,” says Gilberto Morales,
an enterprise information resources
specialist at Baker Hughes who helps
support research and collaboration
among the firm’s engineers.
One way to reward teamwork is to tie
employee bonuses to collaboration—
those who make a greater effort to collaborate with colleagues receive more
compensation. Another tactic, in lieu
of rewarding employees for individual
performance, is to tie bonuses to performance within interdepartmental teams.

Selecting the Right Tools
Fostering a culture of research collaboration among employees also requires
assembling a collection of appropriate research tools. Today’s information professionals are expected to find
online research tools and databases
that complement their clients’ information-seeking skill levels. They must then
get the word out to their clients about
these tools and train them to properly
use them.
At Baker Hughes, Gilberto Morales
has developed many strategies to pro-

Organizations need people who not
only understand the technology but also
think in terms of information, knowledge
management, and knowledge transfer.
mote the use of research tools and create a culture that encourages research
collaboration. For example, he has
developed connections with leaders
of communities of practice and with
subject matter experts to promote the
library’s services and resources. He has
also linked the online library catalog
and Baker Hughes’s online resources to
intranets for various product lines and
to communities of practice sites.
To cite just one example, a knowledge management division within the
company ensures that engineers are
connected to other engineers with the
same areas of expertise. Employees who
have common backgrounds (whether
in mechanical, electrical, industrial or
petrophysical environments) can join
these communities to communicate
and share knowledge.
“People are sharing their knowledge
through tools such as SharePoint and
maintaining that communication connection so they know where to go for
research information,” Morales says.
In addition, the enterprise library and
the market research library at Baker
Hughes have joined forces to support
knowledge management by accelerating
access to the delivery of high-relevancy
content and enhancing current content
by bringing in new platforms and online
resources. This collaboration plays to
the unique skill set of information professionals as content strategists. It’s not
enough any longer to just manage a
collection of content—the material has
to be made discoverable, sharable, and
actionable by pairing it with the right
technology and culture.
However, if the tools designed to
encourage collaboration become cumbersome to use, employees will stay
away from them. An organization cannot justify spending thousands of dollars on an online resource if its workers

find it overwhelming or unhelpful.
Microsoft’s SharePoint is perhaps the
most prominent example of a tool that
can face resistance from employees if
not implemented properly. SharePoint
is touted as an online tool that allows
you “to engage with people, share
ideas and reinvent the way you work
together.” Many organizations thought
they could just buy SharePoint, implement it, encourage employees to host
all of their projects on it, and voilà—
everything would be discoverable and
knowledge would be shared.
That isn’t the case, as some organizations soon discovered, and there are
a number of reasons for it. One is that
SharePoint can be difficult to learn and
use. If it’s not intuitive to employees or
interferes with their established workflows, they just won’t use it. They’ll resist
putting anything on the SharePoint site,
and the software will rot for lack of use.
Eventually it will become a graveyard of
old documents that are no longer valid.
The resistance that many organizations encounter when implementing
SharePoint is evidence of the need for
the culture of an organization to support and reward collaboration and the
sharing of information and resources.
Procedures can then be developed that
support integrating collaborative tools
with project resources, training staff
on new workflows and processes, and
measuring usage of the tools and processes. Information professionals are
integral to the development of these
procedures and to ensuring that the
right mix of tools and resources is available to employees.

Advocating for Better Solutions
Since tools for collaborative research
are constantly evolving, information professionals must continually investigate
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all possible solutions and find the ones
that allow employees to effectively and
efficiently exchange knowledge, find
information, and locate people with
specific skills. While the newest tools
for collaborative research are robust,
many employees already have their
hands full with their day-to-day tasks
and will resist learning to use more tools
because they perceive it to be extra
work. Information professionals must
strive to find solutions that are easy to
use, supported by the organization, and
beneficial to employees.
In addition to investigating collaborative solutions, information professionals
should work within their organizations
to change the culture so employees are
encouraged to share (and, if necessary,
are required to do so). Another critical
role they can play is to advocate for
better research collaboration tools by
urging their information suppliers to
make their products more compatible
with the tools they’re choosing for collaboration. For example, some librarians are applying pressure to publishers
and aggregators to encourage them
to allow saving and bookmarking of
files, support federated search tools,
develop application programming interfaces (APIs) that allow organizations to
integrate information sources with their
enterprise software, and support shared
annotations within user groups.

Merging Tech and Culture
While organizations can offer incentives
to employees to engage in collaboration and provide user-friendly online
tools to allow peer-to-peer communication, employees still must be willing to
share. As stated previously, the key to
the success of any collaborative tool
begins with the organizational culture
and whether it supports collaboration
and cooperation between and among
colleagues.
Workplace surveys show that when
employees want information, they frequently turn to co-workers perceived
as having expertise in certain areas.
These internal experts point people to
resources, provide documentation, and

14

share research they have conducted
in the past. They have traditionally
served as liaisons for the library and, in
organizations where collaborative tools
have been implemented, will often be
“power users” if they feel the proper
rewards are in place to encourage their
participation.
Internal collaboration is informal
information sharing, but it encourages
the use of the organization’s library
resources and/or knowledge management system. If someone in your organization (let’s call him Mike) is the person
other employees go to with questions
about steel, he should be aware that
the library or information center has
steel-related resources and databases
on steel properties and steel design. It
should be easy for him to access one
of these resources, print a few pages
of it, and share them with a colleague.
He should also be able to e-mail a link
from a resource to someone in a remote
office to help address that person’s
questions.
Sharing information should be frictionless. It should be flexible, easy to
use, and adaptable to meet the needs
of employees while also respecting the
intellectual property rights of authors
and publishers.
If an organization’s leaders feel that
sharing information can make their business more productive, make employees
more efficient, improve their bottom line,
and help deliver better customer service, they will continue to invest in collaborative research technologies. That’s
where information professionals come
in. Organizations need people who not
only understand the technology but also
think in terms of information, knowledge
management, and knowledge transfer.
After all, collaborative research tools are
not something companies can simply
buy and start using. Without a specialist to develop the collaborative structure
and processes, manage the licensing
and contract terms, and assemble the
proper mix of information resources,
collaborative tools will simply fail and
not serve their desired purpose for the
organization. SLA
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The Information
Strategy and the
Librarian
develoPing and Managing an inforMation Strategy for your
organiZation can HelP add value to inforMation reSourceS
and foSter tHe groWtH of an inforMation culture at all levelS.
BY TERRY HANSON

I

n an earlier paper for Educause
Review (Hanson 2011), I discussed the concept of an information strategy and its application in a higher education context. The
purpose of this article is to reflect upon
the role of the library and the librarian
in the development and management of
such a strategy in any kind of complex
organization. I will also discuss how,
through such a strategy, the organization can generate greater value from
its investment in information resources.
What is an information strategy? In
general terms, the purpose of an information strategy is to “highlight the
extent to which a modern, complex
organization depends on information,
in all of its guises, and to consider how
this strategic asset should be managed”
(Hanson 2011).
Our concern, then, is with information
management at the organizational level.
But what does this mean in practice,
in terms of strategic and operational
management? What is the scope of an
information strategy?
First, we need to look at how information is used to further the aims of the
organization itself as well as, say, how

services are developed for clients (customers, students, etc.). Thus, for example, we are concerned with information
that is used to support planning and
decision making (e.g., business intelligence and data analytics), marketing,
internal communication, management
efficiency, and so on.
We also must consider the central
role of information technology (IT) and
put this into strategic context. Often, IT
strategies are developed and seen as
separate entities focusing on technical infrastructure and equipment. An
IT strategy should be conceived as a
sub-strategy of the information strategy,
i.e., as a statement of how technology
will be deployed as part of the information management regime. As such,
there will be a conventional IT strategy
focusing on the generic technical infra-

structure, but the application of IT to
business processes will be part of the
sub-strategy for that area of activity.

Culture and Governance
Organizations frequently take a step
back and focus on particular aspects of
their work, such as health and safety,
staff development or customer service.
Such horizontal exercises are genuinely
useful, even if they produce only snapshots or temporary insights. In my view,
however, the purpose of an information
strategy is to ensure that information
management is embedded into regular
vertical management processes, both
strategic and operational.
Given this scope, an information
strategy would seek to ensure a comprehensive and integrated approach to

TERRY HANSON is director of information services at the
University of Brighton. He can be reached at t.hanson@brighton.ac.uk.
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securing maximum value from investments in information resources and
systems. The key to securing this value
can be found in the combination of the
organization’s information management
culture and its governance model.
The information management culture
is expressed as a statement of principles
that underpins all information management activity. It is “… a framework for
how information is to be shared, captured, stored, modeled and kept reliable across the environment” (MIKE2.0
2013). Such a framework would be
based on the assumption of a single,
integrated organization, and it would
address issues such as data quality,
data ownership and stewardship, and
the avoidance of data duplication (i.e.,
a single version of the truth).
The governance model is the major
challenge in developing an effective
information strategy. This is the shove,
once the push has fallen short! To
be effective, information management
needs to be fully integrated into general
management. In practice, this means
that both high-level strategic management and sub-strategy areas such as
marketing, communication and business intelligence should be informed
by knowledgeable insights from senior
managers into (principally IT-related)
possibilities and opportunities.
The governance model will be related
to ambitions, both for the organization
generally and for the role of information
management within it. My interest is in
making the case for a strategy that is
both assertive of the role of information
management and ambitious on behalf
of the organization.
Given these aims, there is no simple governance blueprint, no standard
model to take off the shelf and implement. What there is, however, is the
concept of a chief information officer
(CIO), a board-level post with responsibility for … well, for what? Is a CIO just
a fancy new name for an IT director, or
is it (or should it be) conceived more
broadly along the lines outlined above?
If the latter, then the challenge is to
devise a system whereby (1) information management considerations are at
16

the heart of business planning generally
and (2) business projects that involve
IT (and what business project doesn’t?)
are not compartmentalized and left to
the technical people.
A good CIO, then, will want to ensure
that information management concerns
are fully integrated into corporate strategy. And as a board member, he or she
will be in a good position to achieve this.
The CIO will also want to ensure that
there are planning and management
mechanisms in place that require information management to be integrated
into each key business process.
Conversely, the CIO will want to avoid
creating or supporting an environment
where all projects involving IT go to
the IT Committee (or equivalent). This
is crucial. If there is to be an IT
Committee, its function should be to
oversee the technical infrastructure and
the range of generic technical services,
such as e-mail, calendar appointments,
and document storage. All other projects should be conceived, planned,
approved and monitored through the
management machinery that relates to
the business function concerned.
This, in turn, requires that somebody be able to provide the necessary
perspective and leadership. Short of
appointing a sub-CIO in every business division, it will be necessary to
implement a process whereby a business case can be developed with the
assistance of a senior representative of
the CIO working alongside, and under
the direction of, the senior manager
responsible for the business process.
Together they will consider the possibilities, opportunities and challenges.

The Role of the Librarian
In the (relatively) early days of the
IT revolution (the late 1980s to the
mid-1990s), one of the hottest topics in the professional press in the
United Kingdom was the notion of
convergence—the combining of IT and
library departments in universities into
single, albeit large and complex, units.
Convergence was a senior management
response to the challenges and oppor-

tunities presented by IT, particularly in
the areas of learning and teaching. Vicechancellors of universities sought to
bring together the technical knowledge
and skills of their IT Department and
the customer service and educational
motivations of their library to make a
combined contribution that was greater
than the sum of the separate parts.
In those early days, during which time
a significant proportion of the British
higher education sector opted for this
approach, the leadership position of
the combined unit (typically given the
title of director of information services
or chief information officer) was, more
often than not, assumed by the librarian
rather than by the IT director. In more
recent times, the situation has become
more balanced, but it is interesting to
reflect on the skills that are required for
the role and the professional route that
will most likely lead to their development. But before we do that, we need
to locate the library as an organizational
unit within the business.
In a university, the library plays a very
significant formal role—supporting and
sustaining the academic work of the
institution (teaching, learning and conducting research) by facilitating access
to information, providing an environment conducive to studying, and offering a range of associated support services. When considering the university
as a complex organization, the library is
attached to core processes—research
and teaching—rather than to supporting functions such as finance or human
resources. This situation is similar, conceptually, to organizations that serve
clients, customers, lawyers, doctors,
and so on instead of students and
researchers.
Notwithstanding the library’s position,
the chief librarian’s role is clearly limited
in organizational management terms;
in contrast, the IT director (assuming
there is a single IT Department) will
have a brief to support and will thus be
in a position to influence all parts of the
organization. The librarian, then, has a
limited role to play in the development
and management of the comprehensive
information strategy as set out above.
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By virtue of their values and skills,
however, librarians (from whose ranks
the author proudly hails) have a great
deal to offer within the broader information management context. Their professional responsibility to deploy information services to help students achieve
their academic goals also motivates
them to marshal resources and technology to support broader organizational
objectives.
For example, librarians have an
innate appreciation of the importance of
formality and quality assurance in information management systems. These
values are every bit as important when
attempting to design the overall information architecture of, and manage the
associated metadata in, organizationwide portals and intranets. And it is certainly the case that the strong customer
service ethic of our profession is one
of the core foundations of a successful
information strategy.
But given the restrictions of the chief
librarian’s formal brief, how might he
or she contribute to the broader information management agenda? Much
will depend on the existing information
management culture, of course—a propitious environment will afford opportunities for involvement to the interested
librarian at all levels. It will depend also,
of course, on the motivations of the
librarian.
And herein lies the question: Is this
an opportunity for the chief librarian
alone, as an interested professional
with some helpful observations on the
nature of organizational management,
or can a case be made for the library’s
role to be broadened more formally? In
my view, it is more the former than the
latter, at least initially. But the opportunity is more active than passive—it is
to try to influence the development of
the information management culture
and inculcate these attitudes and values into the organization’s management
ethos and governance processes.
If successful, the process would be
one in which the library’s contribution would manifest itself not so much
through greater use of traditional library
services, but through a benign diffu-

sion of professional values that promote
a more effective information management culture. This strategic contribution
might be accompanied by concrete
offerings in the form of, for example,
information architecture design, metadata management, digital literacy, and
tailored information services.

Professional Development
The principal challenges then, are
structural ones—to make the case for
a strategic and operational contribution within the organization management machinery and to develop the
capacity to undertake this role. There
is a challenge, too, at the level of the
professions associated with information
management: to reflect on possible new
models of professional development
and training. If the case for an information strategy as outlined thus far is
accepted, what might the CIO’s career
path look like?
There are still two cultures at work in
the converging space of IT and library
management, not to mention the other
professional groups whose contribution
to good information management would
be crucial. To date, and to the extent
that organizations have sought to develop information strategies, the institutional leadership role (CIO or otherwise)
has been occupied typically by either
the librarian or the IT director. But do
their traditional professional development routes prepare them well for the
broader challenges of developing and
managing an information strategy? If
not, then how can we develop a more
integrated breed of professionals able
to make greater contributions across
the spectrum of strategic information
management practice?
Might this require greater convergence in professional development as
well as in service management? If so,
from where would the leadership come
that might facilitate this move? To be
sure, the traditional professional bodies do a fine job, but it seems to me
there is scope for greater activity in the
informal space within which not just
librarians and IT professionals operate

but also learning technologists, media
specialists, information architects, data
architects, and others.
In the United States and the United
Kingdom, the various professional bodies (Educause, SLA, ALA, CNI, Jisc,
UCISA, Cilip, etc.) are very active, and
their work is valued very highly. A
concerted effort on their part could,
however, result in something that is
greater than the sum of the individual
pieces. Such an effort might begin with
an attempt to set forth the probable
roles and attributes of information management professionals in the coming
decade, a strategic review and audit of
the current situation, and an associated
gap analysis. The investigation could
extend to the incorporation of information management skills within general
management development opportunities, such that managers more generally have a greater appreciation of the
issues.
The outcome would be a more integrated professional development environment affecting conferences, training,
accreditations, journals, communication
forums, and so on. This environment
would confer very considerable benefits
for both individual professionals and the
organizations for and within which they
make their contributions. SLA
REFERENCES
Hanson, T. 2011. Developing an Information
Strategy. Educause Review, 46(6): 82-104.
MIKE2.0. 2013. Future State Vision for
Information Management. Method for an
Integrated Knowledge Environment. MIKE2.0
Governance Association.

Content is copyright protected and provided for personal use only - not for reproduction or retransmission.
INFORMATION OUTLOOK V17 N05 SEPTEMBER/OCTOBER 2013
For reprints please contact the Publisher.

17

Educate. Enable. Achieve.

FULL PG. BLEED AD
PG. 18

IEEE Xplore® Digital Library
Driving research at the world’s leading
universities and institutions
■

Increase scholarly output and research development with
access to over 3 million full-text IEEE articles

■

IEEE publishes 16 of the top 20 journals in electrical

“IEEE is the umbrella that
allows us all to stay current
with technology trends.”
Dr. Mathukumalli Vidyasagar
Head, Bioengineering Dept.
University of Texas, Dallas

engineering and is the most-cited publisher in new patents*
■

Customize subscription options to your degree program

*Thomson Reuters Journal Citation Reports; 1790 Analytics, LLC

Request a Free Trial
See how IEEE Xplore can power your research.
www.ieee.org/academic

Content is copyright protected and provided for personal use only - not for reproduction or retransmission.
For reprints please contact the Publisher.

SLA MEMBER INTERVIEW

10 Questions:
Billy Cook
tHe autHor of tHe beSt contributed PaPer at Sla 2013
WaS a natural fit for tHe inforMation ProfeSSion,
even tHougH He kneW notHing about library ScHool.
BY STUART HALES

W

hen Billy Cook has
questions
about
librarianship, he often
turns to Rebecca
Vargha, a past president of SLA and
his mentor and former instructor at
the School of Information and Library
Science at the University of North
Carolina (UNC). But at the SLA 2013
Annual Conference in San Diego, Billy
found himself on the receiving end
of questions from another SLA president—the current one, Deb Hunt.
Earlier in the year, Deb had
announced a member recruitment
contest, with the winners receiving a
free lunch at the Hotel del Coronado,
the famed beachfront resort in San
Diego. Billy had served as president of
the SLA student chapter at UNC and
instinctively knew how to market SLA
membership to that demographic, so
it didn’t take long for him to sign up
10 new members. That earned him a
lunch with Deb and an opportunity to
tell her firsthand what he thinks SLA
does well (and not so well) with students and new professionals.
“I was honest with her about my
success at recruiting the new members,” he says.
Deb wasn’t the only person asking Billy questions at SLA 2013.

Several attendees queried him about
his contributed paper, “Peeking over
Cubicles: An Ethnographic Approach
to Knowledge Management,” which
was judged the best of the 12 contributed papers presented at the conference. As the author of the best paper,
Billy will receive a free registration to
SLA 2014 in Vancouver.
Knowledge management has long
been an interest of Billy’s—he says
he was drawn to it even before he
knew what it was. Currently he is the
knowledge execution lead at Cigna,
in which capacity he’s responsible for
knowledge management as it relates
to enterprise-wide projects. But he
doesn’t work at Cigna’s headquarters
in Connecticut; instead, like a growing
number of information professionals,
he works remotely, from his home in
California.
Information Outlook talked to Billy
in early August, a few weeks after SLA
2013.

Your contributed paper, “Peeking Over
Cubicles: An Ethnographic Approach to
Knowledge Management,” describes
your experience conducting a knowledge audit of a Fortune 500 company.
What surprised you most about that
audit?
There was one moment that stood out
for me. I was interviewing an employee
in the Innovation Group at this company, and we were talking about knowledge management and what it is and
how it could help him and his group. I
mentioned the words “lessons learned”
and specifically the lessons learned by
the Innovation Group as being critical to
share within the company and leverage
for business use.
He said, “We already have lessons
learned.” I said, “Oh, really? Where are
they?” It was kind of a jaw-dropping
moment when he told me that all of
the lessons learned from the Innovation
Group resided on his personal laptop.
These are the most valuable and

STUART HALES is senior writer/editor at SLA and editor of
Information Outlook.
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the UNC Student Chapter of SLA. After
I graduated, I moved into the professional development chair role for the
Leadership and Management Division;
next year I’m moving into the treasurer’s
role. Ever since I met Rebecca, I’ve
been going strong.
What was your impression of SLA
2013?

Billy Cook and Sarah Young (right) joined SLA President Deb Hunt for lunch at San Diego’s famed
Del Coronado resort while at SLA 2013. Billy and Sarah were treated to lunch in recognition of their
success in recruiting new members.

critical pieces of knowledge in the
organization, and they’re sitting on a
personal laptop and in danger of being
lost forever and not being shared with
anyone else in the organization. It was
the best argument I could make for
implementing knowledge management
practices in this company. It sticks in my
head to this day when I talk about KM.

In a lot of cases, if you’re a new
knowledge manager in an organization,
this is the best way to understand what
you’re walking into. So it’s worth the
cost of taking the time to learn where
knowledge resides, how it flows, where
there are gaps and inconsistencies, and
how to get a detailed snapshot of the
whole organization.

In your paper, you argue for using participant observation to replace or at
least augment surveys and interviews
in conducting knowledge audits. Given
the cost and potential staff disruption
of participant observation, is it practical for most organizations to take this
approach?

Your paper is much longer than the
others presented at SLA 2013—it’s 25
pages, single-spaced. Are you planning to develop a condensed version to
make it more accessible?

Yes, I believe so. I think the upside far
outweighs the downside.
First, I think the disruption is minimal.
Most employees are either so busy they
forget you’re there, or they’re incredibly
happy to sit with someone who wants to
listen to them.
In regard to cost, as I mention in my
paper, I recommend using library school
interns to conduct these audits, in part
for the cost-saving benefit. But even if
you can’t afford an intern or don’t have
a library school nearby, the cost of conducting an ethnography is really just
time, a pencil and a notepad.
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Not really. I’m happy with how it turned
out, and I have no plans to go back
and re-tool it unless there’s a significant
reason to do so.
Speaking of SLA, when did you first
learn of SLA, and why did you join?
I first learned of SLA from my former
manager and mentor, Rebecca Vargha.
I’ve worked closely with Rebecca for the
past three years, and although I jokingly
tell people she brainwashed me into
joining and getting involved, the truth is
that I had an industry background and
interest in knowledge management, so
it was a logical step to join SLA while I
was in library school.
In library school, I was president of

Chicago in 2012 was my first SLA conference, but I really had a blast in San
Diego. I may be a little biased, because
there were a lot of firsts for me in San
Diego—namely, presenting my paper
and getting an award for it and attending business meetings. But I’m also a
California native, and I had family come
down and visit me while I was there, so
I had fun every day both in and out of
the conference.
You participated in the recent “Lunch
on the Beach” membership recruitment
contest and, by virtue of recruiting the
most new SLA members, had lunch with
SLA President Deb Hunt at SLA 2013.
What did you talk about with her?
Deb asked me a lot of questions similar
to the ones you’re asking—how I got
involved in SLA, what I do for a living,
and so on. And she wanted to know
how I recruited so many members. The
rest was mostly small talk. She did say
that she originally had planned to take
the winners boogie-boarding, which I
thought was kind of funny.
I was honest with her about my success at recruiting new members—I told
her it came from a place of annoyance.
She asked me to elaborate, and I said,
“Having just been a student chapter
president, I’m all too familiar with the
fact that SLA doesn’t do a very good job
of educating student members about
the different divisions and chapters and
what they do, getting them involved,
and then keeping the hook in them after
graduation.”
That’s one area that I was disappointed with, and I know a lot of my peers
were as well, so I made a concerted
effort while I was president to hold
events where we could teach people
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what the divisions are and what they
do and how to get involved in them. We
did this not just for students, but also
for local professionals. Events like this
are key, because you’re ensuring your
future membership.
You titled your paper “Peeking over
Cubicles.” If I peeked over your cubicle, what would I see? Describe your
day-to-day activities.
Well, you’d be in my house, so that
would be a little awkward. (laughs) I’m a
remote employee; everyone on my team
works remotely. If you were to peek over
my hypothetical cubicle, I’m usually
pacing around the house, talking on the
phone. When I’m not on the phone, I’m
working on projects and occasionally
traveling for business.
My primary role at Cigna is knowledge
execution lead, and my responsibility is
to be the knowledge management point
of contact on enterprise-wide projects
within the organization. It’s my job to
ensure that the information and knowledge management activities embedded
within the processes of the projects are
both supported and accomplished.
In addition, I have some delegated
projects and some projects that happen
to come up. For example, right now
I’m building a new Website and trying
to create a form to facilitate communities of practice and instituting some
standard terminology for use within our
team. It’s a new team, so we’re all kind
of speaking a different language. But
my primary responsibility is these big,
enterprise-wide projects.
When and why did you decide to enroll
in library school?
I went to the University of CaliforniaSanta Barbara and graduated with a
degree in English and history. I know
that’s a common foundation for jumping into library school, but it wasn’t
for me. I had always gravitated toward
work revolving around information and
knowledge management and sought out
responsibility for these types of tasks,
even though at the time I had no idea
what knowledge management was.

The only cubicles Billy peeks over are virtual ones—he works from home, as does every member of
his team at Cigna.

After I graduated from college but
before I enrolled in graduate school, I
worked as a sales manager in an aerospace company. My primary responsibility was creating cost proposals for
major bids, but in hindsight, I leaned
toward KM tasks, such as breaking the
information bottleneck between salespeople in the field and organizational
leaders and increasing the speed and
accuracy of critical knowledge flow
within the organization.
When President Obama was elected,
all of the defense contracts dried up,
and I was laid off along with a third of
the company. To stay busy and keep
my résumé active while looking for a
new job, I started volunteering in public
libraries. I was doing a lot—they had
me copy cataloging, editing film for a
digital stories project, working in circulation, et cetera—and after a couple of
months, the head librarian said to me,
“You should go to library school.” And
I remember thinking, what the heck is
library school?
I did some research and decided it
made sense to try to ride out the recession in graduate school, and it turned
out to be one of the best decisions I
ever made. Not only did I find my true
calling, but also my wonderful fiancé.
When you graduated from library
school, you were still facing the worst
economy since the Great Depression.
Were you concerned about finding
employment?

Not at all. I’ve never worried about
finding a job, and I say that for a few
reasons. Number one, I’ve been working since I was in junior high, so I
have pretty extensive work experience.
Secondly, my dad did a pretty good job
of instilling interview skills in me. I didn’t
appreciate that when I was in junior
high, but I do now. Those skills were
further developed through the Carolina
Academic Library Association fellowship
that I had at UNC, and in that program
we received a lot of job-seeking and
interview training.
Lastly, throughout graduate school,
everything I did—all of my decisions,
from choosing classes to internships to
networking—were geared toward building my résumé. So when I graduated, I
was ready to go.
Looking ahead, what do you hope to
be doing in 10 years, and what do you
think the information profession will
look like then?
I think the information profession will
look a lot like the work I do now, specifically remote librarianship. With libraries
getting smaller and increasingly becoming digital, and with users wanting
libraries to come to them, I think remote
librarianship makes sense.
For me, I’d like to stay where I am.
I enjoy my work, and Cigna treats its
employees very well. However, if things
were to change, I’d be interested in
moving into the library management
arena. SLA
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Practical E-Book Solutions
for Information Professionals
e-book acquiSition ModelS offer different benefitS and PoSe different
cHallengeS, and no Single Model May fit your organiZation’S needS.
BY PHILIP BRENNEISE, MLIS

C

orporate libraries and information centers are essential resources for the organizations they serve and
are responsible for providing access
to relevant, accurate (and, if necessary, peer-reviewed) resources as efficiently and cost-effectively as possible.
Choosing the access model(s) best
suited to an organization can be a
complicated process because of complex corporate structures, tight budgets,
diverse patron needs, and other issues.
The Technical Information Center
(TIC), my employer’s corporate library
and information center, recently began
transitioning toward providing access to
electronic books (e-books). After examining several e-book services, the TIC
adopted a hybrid approach involving
a combination of access models. This

approach should provide a high degree
of flexibility to meet the diverse needs
of our staff while adhering to budgetary
and licensing constraints.

Challenges to E-book Access
The TIC began its effort to incorporate
e-books in 2012 in response to patrons’
demands for mobile solutions to their
technical information needs. Meeting
these demands proved to be quite challenging. First, our business unit is generally responsible for funding its own
administrative and support services. As
a result, the TIC’s limited budget lacks
the flexibility to invest in new resources
without adversely affecting our current
portfolio of services.
In addition, the TIC serves an
extremely diverse patron base, making
it difficult to identify e-book resources

PHIL BRENNEISE is technical librarian at Teledyne Scientific &
Imaging in Thousand Oaks, California. He can be reached at
philip.brenneise@teledyne.com.
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appropriate for everyone’s needs. Our
business unit serves as the primary
research and development facility for
the corporation and employs many of
its leading scientists and engineers.
With a staff of around 450 employees,
our facility performs research and other
work in optics, materials, the information sciences, imaging, oil and gas,
electronics and more.
Because of the many types of
research-oriented work performed here,
the information needs of TIC patrons
are extremely broad, and they shift with
each project. This has complicated
efforts to identify e-book platforms that
are not only cost-effective and easily accessible, but also comprehensive
enough to meet patrons’ needs.

Choosing an Access Model
TIC staff considered several e-book
access models as part of our process to
identify services that would effectively
meet the needs of our patrons. Initially,
we purchased e-books on an individual
basis for patrons requiring immediate
access to reference texts for their work,
but this proved to be extremely problematic—each e-book was restricted to
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the user for whom it was purchased and
could not be shared due to copyright
restrictions and the lack of an effective
distribution platform. Consequently, the
TIC had to find a different solution.
James Matarazzo and Toby Pearlstein,
in a recent paper in Online Searcher
(2013), note that the most common
e-book acquisition models include
“patron-driven acquisition (open all
titles and buy only what is used), perpetual access (pay once now, keep
it forever), subscription (usually via
aggregators), and buy hard copy/e-book
as a package.” The services examined
by the TIC fell, generally, into three of
these categories.
Patron-driven acquisition (PDA) is
a cost-effective method that typically
involves paying a modest platform fee
to a provider of e-books and creating
a deposit account. This opens up an
entire collection of e-books to patrons
and enables them to purchase only
those titles that are used. An item is
“purchased” when users click on a title
and read a certain number of pages or if
they directly request to purchase it.
In theory, PDA is an excellent tool, but
it suffers from inadequate controls—
patrons may inadvertently purchase an
e-book if given too much freedom, but
if access is too restrictive, they may not
get a proper sense of the value of a
certain title. Additionally, PDA models
require diligence on the part of administrators to ensure adequate funding is
maintained in the deposit account.
PDA models are effective only when
an organization can carefully manage
its resources, either by imposing strict
controls to prevent deposit accounts
from being expended prematurely (at
the cost of patrons’ “user experience”)
or by correctly determining patrons’
usage patterns at the outset and allocating resources accordingly. Given the
TIC’s diverse patron base and limited
budget, this option proved unfeasible.
Perpetual access models are collections of e-books offered by publishers or
vendors for outright purchase at a fixed,
one-time cost. This approach is by far
the most expensive model in terms of

Choosing a hybrid approach allowed
the TIC to cast a wide net to meet the
information needs of patrons.
upfront costs, since entire collections
of titles are purchased at once from the
provider. Yet there are many benefits
in pursuing such an approach—access
to the purchased e-books is perpetual,
and the titles can be incorporated into
the organization’s catalog. Additionally,
the cost of the purchased content is
fixed and occurs only once, which can
potentially result in savings over the
long term.
Smaller organizations, however, may
lack sufficient funding in their budgets to purchase collections of e-books
outright. Annual platform maintenance
fees can keep costs high in the long
term, and there is a general lack of flexibility in selecting content for purchase
through this model. Content is often
bundled into pre-packaged collections
that can contain hundreds of titles, but
only a few may be relevant to an organization’s needs. This is problematic for
the TIC, since it is extremely difficult to
pre-determine our patrons’ diverse and
constantly evolving information needs.
In the end, the perpetual access model
is only effective for organizations with
tight budgets when they are granted
sufficient flexibility to select only the
most relevant content for purchase.
The third e-book service considered
was the subscription model, which
involves licensing e-book content from
an aggregator or publisher for a designated period of time. Subscriptionbased models offer instant access to
entire collections at significantly lower
costs than perpetual access models
(at least at the outset). Additionally,
content is often added to subscriptions
at little to no additional cost, which can
greatly increase the value of the service
being provided.
Over the long term, however, subscriptions can become costly to main-

tain, since fees must be paid annually to maintain access and subscribers
have no claim of ownership over the
accessed content. Subscriptions can
also be prohibitively expensive depending on the number of worksites and
concurrent users that are allowed to
access content. If multiple patrons
require simultaneous access to the
same content, the cost can rise quickly
depending on the service provider.
As is the case with some perpetual
access models, subscriptions are typically available as pre-packaged content. This can reduce the value of the
subscription if the subject matter is not
comprehensive or contains mostly irrelevant titles. The availability of content
from aggregators can also fluctuate.
For example, if the publisher decides to
pull content from the platform, the subscriber will lose access to the affected
content, which will reduce the value of
the subscription further.

Adopting a Hybrid Solution
TIC staff spent nearly eight months consulting with vendors and internal customers and conducting product demonstrations to determine the most effective
e-book solution for our patrons. Settling
on a single access model proved impossible due to the factors discussed previously, so a hybrid approach of subscriptions and perpetual access models was
selected to meet the demands of our
patrons. By adopting a hybrid approach,
the TIC was able to successfully offer
access to e-books through a combination of subscriptions and perpetually
owned titles without negatively affecting
our budget or current resources.
Choosing a hybrid approach allowed
the TIC to cast a wide net to meet the
information needs of patrons. According
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to a survey conducted during a product demonstration, TIC patrons spend
between one and five hours per week
looking for information, and many feel
that the interface (in addition to the content) is an important factor in improving
their productivity. In the same survey,
two-thirds of respondents estimated
that access to e-book services such
as those we were considering would
reduce the time they spent searching
by up to an hour per week.
Choosing a few key subscriptions
enabled the TIC to offer instant access
to hundreds of e-books in a cost-effective manner while also meeting a key
patron need, as the licensed content
was available on platforms with productivity tools and user-friendly interfaces. We also discovered that individual e-books could be purchased
through platforms and services to which
we were already subscribing. This has
enabled the TIC to easily transition
to perpetually owned e-books without
having to spend thousands of dollars
launching a new platform or purchasing
a large, pre-packaged collection of titles
that may or may not be relevant to our
patrons’ needs.
Through this method, individual
e-books can be purchased for institutional use at roughly the same cost as
their print counterparts, offering flexible
concurrent user options for various
levels of usage. Each purchased e-book
is searchable and includes interactive
carousels featuring recently purchased
content, search filters, browser-based
full-text viewing, and downloadable
e-books through Adobe Digital Editions
and apps such as Bluefire.

Making the Transition
After we identified the appropriate
resources, we began a three-month
transition to e-books that primarily
focused on training our patrons and
marketing our selected resources. The
transition was highly successful and far
exceeded the expectations and goals
established at the start of our effort. In
our annual survey (conducted in July of
this year), nearly 90 percent of respon-
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dents stated that they were highly satisfied with both the quality and range of
the services offered by the TIC, and
many respondents asked for access to
even more content.
At the outset, TIC staff resolved to
select resources that could be implemented on a tight budget while also
meeting the information and accessibility needs of our patrons. These goals
were achieved by engaging our staff
and vendors through product demonstrations, trial access periods, surveys,
and other means. Through these methods, we were able to gain a fuller understanding of the various e-book access
models currently offered on the market
and effectively identify the resources
that best met our requirements and the
needs of our patrons.
During this process, we learned several important lessons. First, our success was due in large part to engaging
our vendors and patrons. Our vendors
were highly responsive and provided
extremely valuable assistance in showcasing their services to us and our
patrons. They provided assistance with
marketing strategies and tactics, product demonstrations, and training sessions. Our patrons were essential in
providing feedback about prospective
services, which aided us in determining
their overall needs.
We also learned that the most effective
resources were those that offered the
greatest degree of flexibility in terms of
content, pricing, and licensing. In addition, we realized that current resources
could be expanded to include access to
e-books purchased individually under a
highly flexible perpetual access model.
This saved us time and resources and
offered an efficient means of purchasing perpetually owned e-books without
investing in new services. SLA

Inside Info
Continued from page 5
Nominations or questions can be
sent to any member of the Nominating
Committee. Contact information is available at www.sla.org/content/community/
committe/nom.cfm.

Metrics Task Force
Completes Report
A task force appointed by SLA President
Deb Hunt to create a “toolkit” to help
information professionals measure
and communicate their value to top
management has completed its report
and submitted it for posting on SLA’s
Website.
The 12-page report, The Search for
the Value of the Corporate Library: A
Compendium of SLA-Funded Studies,
contains executive summaries of five
studies of corporate library value and
offers suggestions on how their methodologies can be applied by individual
corporate libraries. Each study involves
multiple organizations—three of them
surveyed more than 100 companies—
which puts them in a superior category
of relevance for measuring the value of
the corporate library, as compared to
studies of individual organizations and
the isolated data sets they generate.
The task force was composed of
Deanna Morrow Hall, Margaret Aby
Carroll, and Ethel Salonen. Four of the
five studies examined by the task force
were published in the 1990s; the fifth
was published in 2000. SLA
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Next-Generation Intranets
Experiences with the consumer Web are raising people’s
expectations of information services in their workplace.
BY STEPHEN ABRAMS

Corporate library services are operating
in an increasingly digital environment,
one that is putting growing pressure on
them to prove their value and integrate
their services directly into business
processes. The combination of rising
end-user expectations and abundant
digital data services and resources is
prompting corporate libraries to re-think
their service models and shift their strategic directions. Meanwhile, information
overload is driving a demand for greater
filtering and clarity to support scanning
and help derive insight from massive
quantities of information.
End users, for their part, are seeing
that library services can save them time
and are demanding higher-level services. They want more highlighting of
critical content, summaries of complex
documents, information organized into
briefing packages with context and professional evaluations, analyses, charts,
tables, and other visual tools for displaying information. They want to digest and
understand information more quickly
and easily and derive new insights from
seeing information in multiple formats.
Indeed, one of my major takeaways
from watching trends over the past
few years is not that new technologies

seem to appear suddenly on our radar
screens to create new opportunities,
but that user expectations change just
as quickly in response to individual
insights and behavior adjustments.
Experiences with the consumer Web,
largely driven by personal activities on
Google, Facebook, Amazon, and eBay,
have fired users’ imaginations about
how to apply these services to their
workplace settings. However, many corporate end users often have a minimal
understanding of the quality, licensing, cost, usage rights, copyright, legal,
security and privacy issues associated
with implementing these services in
business settings. This is where professional librarians (allied with information
technology professionals) fit in.
Consumer trends in technology, content and data, publishing, payment
models, and learning are challenging
corporate libraries to “up their game”
to meet end-user expectations while
simultaneously managing costs around
implementation and development. As
intranets become more usable within
the workflow context and move away
from serving as huge digital storage
barns for information, many corporate
librarians are seeking to influence and

STEPHEN ABRAM is a strategy, marketing and direction planning
consultant with Dysart & Jones. He is a past president of SLA, the
Ontario Library Association and the Canadian Library Association. He is
the author of ALA Edition’s Out Front with Stephen Abram and Stephen’s
Lighthouse Blog. Stephen would love to hear from you at stephen.
abram@gmail.com.
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contribute leadership to more scalable
research workflow initiatives in their
companies and institutions. Here are
11 strategies I’ve observed:
Experience portals. The creation of
scalable and sustainable “products”
that serve as stations on the research
train is one trend. These range from
competitive intelligence tracking to portals of content for news, industries,
companies, and topics that align with
the strategic needs of the organization. Creating a suite of dashboards or
Webpage portals that tie these content
sets to the business professional’s real
goal—learning, analysis or decisionmaking—requires a deeper understanding of the real decision-making needs of
end users and teams and goes beyond
serving their transactional needs for
specific information.
The user experience has become
a real priority for virtual libraries. So
much content was moved to intranets
that they often became a morass of too
many files and too many interfaces.
Some libraries are now focusing on
the user experience in the context of
their needs and environment and the
key things they need to do and learn.
Understanding the principles of knowledge management and user experience (UX) can move intranet initiatives
beyond just information and data transaction storehouses to focus on end-user
transformations where greater impact
can be measured.
Dashboards. What we used to call
“alerting services” have evolved from
traditional print, table-of-contents and
e-mail services of the last century to
malleable personal dashboards that are
iteratively tunable by both the business
user and the librarian. These combine diverse and targeted sources to
address the common complaint from
end users about e-mail fatigue and
the fire hose. The real challenge for
librarians serving large user populations
is scalability: hand-crafting each and
every research request can become
expensive and reduce timeliness and
may prove impossible without the promise of sustainable, technologically based
initiatives. Tools that can build repeat-
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able and up-to-date briefing documents
or create dynamic, timely, and current
dashboards will prove to be valid and
timely first steps in serving the top
question-based needs of end users.
Streaming media. Streaming media
is huge in the consumer space with
Netflix and TiVo, and this creates a
challenge for all types of libraries. There
are opportunities here to time-shift the
use of these current awareness resources. The challenge is finding new tools to
index, archive and search the spoken
word. I can also see issues for some
enterprises around bandwidth blocking
and mobile usage.
Mobile devices. Smartphones and
tablets are now commonplace and
dominate as the primary access point
for business users. This challenges
corporate library intranets if they have
a closed framework or overly restrict
access and usability (e.g., PDF delivery can be difficult since the format
isn’t fluid and usability varies radically
between tablets and phones). Corporate
intranet testing procedures are being
pushed to adapt old content conversions to new end-user form factors.
Cloud computing. The cloud is breaking the boundaries of service and geography. No longer do corporations need
to house server farms. But, while software in the cloud is reducing the cost
of ownership for organizations, it is
simultaneously raising concerns about
privacy and confidentiality.
The cloud has three aspects of corporate interest to information professionals—the cloud of content, the cloud
of metadata, and cloud-based software
applications that update software and
offer a uniform, current platform to
users. There is a risk that corporate end
users will migrate to free commercial
cloud providers and create maverick
parallel systems, with the attendant
confidentiality, security, and privacy
issues, if the internal intranet doesn’t
adapt to their needs.
Discovery systems. Discovery—
knowing where to search, versus using
native database search—is a big trend
in academic information systems.
Historically, to successfully research a

topic, you first had to know where to
look. Discovery systems can be used to
navigate through the myriad information resources available (as selected by
information professionals) and find, serendipitously and by design, more content than you could find on your own.
Tie this to such key technological innovations as OpenURL resolvers, and we
can see that the graying of the boundaries between database silos and vendor
silos is starting to occur. This holds the
potential to deal with the corporate Holy
Grail of better integration between internal and external information.
New search tools. Search is changing. Traditional algorithmic and Boolean
search protocols are being joined by
innovations related to facial and image
recognition, spoken word searching,
semantic search (adding context to
remove ambiguity from search results),
sentiment search (displaying and detecting bias and point of view in search
results), tiled search (displaying results
across multiple contexts in tiles), and
taxonomic search (offering additional
search improvements based on the
internal architecture of the database or
the taxonomy). Visualization has taken
the display of search results to a new
level, beyond word clouds and into visual tools that provide auto-summarization
and mind mapping to derive insights
from large sets of data and information.
Encouraging user-generated tagging
(originally known as folksonomies) to
support teamwork and manage content
can create a wealth of targeted content
aligned with specific project or research
needs. All of these tools can be applied
in the workflow-oriented intranet.
Social media as a content source.
Interpreting and adding value to social
media content are becoming integral
parts of the skill set of some corporate libraries. Folding social networking/
collaboration tools (RSS, Twitter, wikis,
blogs, YouTube, Tumblr, Facebook,
LinkedIn, Pinterest, etc.) into services
or manually separating the signal from
the noise can be a high value-add for
those who monitor news, competitors,
industries, trademarks, and more.
Expertise databases. Corporate librar-

ies with large user populations and
multiple staff find that building expertise databases can assist in sustainably
serving these populations. By collecting
information (sometimes in collaboration
with internal HR systems) and metadata such as demographic data and
tying them to specific projects, questions, and alerts, the library can amass
enough intelligence to start tracking and
even predicting trends and positioning
staff resources to target user needs.
Closely tied to and built upon expertise databases is software that upgrades
traditional reference question tracking
systems to mimic the sales relationship
models of vendors. This software can
identify trends and relationships and
target services to teams, not just individual requestors.
The purchasing and development of
“behind the firewall” social networking sites can be enhanced by library
leadership and involvement. Monitoring
team discussions or pushing content to
teams through internal, private social
networks can add value and position
corporate information professionals as
valued members of the team.
Archival digitization and born-digital
internal documents. In the corporate
library space, digitizing specialized content and information, especially internal reports and archives that are tied
to strategic priorities or competitive
advantage, is a key intranet product.
Enabling perpetual and global access to
digital content using cloud technology
helps to resolve the limitations of print
and photo archives of critical content.
Some corporate libraries also perform
digital scraping of the Web to archive
time-sensitive content (such as election
coverage) that may play a role in their
decision making.
E-learning. Organizations continue
to grapple with how best to develop
employee competencies, particularly
those regarding technologies, applications and changes in workflow.
E-learning is the major force in professional and continuing education
because it allows for scalable, repeatContinued on page 29
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INFO BUSINESS

Creating Value by
Building Relationships
Information professionals may find it more valuable to build
relationships with their customers rather than simply engage
them in developing new products and services.
BY DEBBIE SCHACHTER, MLS, MBA

The validation of the business value
of crowdsourcing continues to evolve
with the acceptance of co-creation as
a means of improving competitiveness
and spurring innovation in organizations. Co-creation—a process whereby
consumers are actively involved in creating the products or services they
consume—recognizes the integral role
that customers play in developing new
products or services. It also reflects
the impact of the interconnectivity that
is made possible by the Internet and
modern social media services.
Co-creation has actually been around
for some time, but it has not been systematically recognized or utilized until
recently. Today, awareness of this type
of consumer engagement and the business research conducted to measure
its success continues to grow. How cocreation affects the work of information
professionals is worth examining.
Especially in recent years, information professionals of all types have had
to hone their marketing, promotion, and
product and service development skills.
In so doing, we may have included
our customers in informal co-creation
processes or, on the other end, participated in them as consumers of vendors’
products. Historically, we have devel-

oped our services and products through
a process of examining the competitive
environment, assessing user demand,
identifying and learning about vendors’
products, and gathering feedback and
suggestions from customers. The difference now is that we need to develop
a more formalized process that targets
and engages our customers and incorporates them into our activities.
This means we must both lead the
curve and follow it, based on how our
customers are using our products and
services and on changes occurring in
the customer community. In theory, if
we adapt to what we see happening
within our user communities, we will
create a better position for ourselves in
our service roles. We will no longer look
to create value solely within the library
or information center; instead, we will
look outside and use our customer
communities to help create that value.
Because using crowdsourcing techniques can move innovation outside
the library or information center, we
need to be mindful of the “innovator's
dilemma,” which Clayton Christensen
describes as simply meeting customers’ current demands and failing to
anticipate future ones. Following this
path, Christensen warns, will inevitably
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lead an organization to its own demise.
When your customer base encourages
you to continue to refine your existing
products to the exclusion of devoting
appropriate resources to new product
development, you risk a competitor
developing a disruptive technology and
your customers abandoning your product for this new one. Allowing innovation to be driven by people on the
outside may also put the organization
at risk unless there is a direct link back
to the expertise of the organization itself
and value that can be shared across the
enterprise.

Relationship Development
Rather than viewing co-creation solely
as product- or service-oriented, information professionals may benefit from
seeing it in the context of building
relationships with customers. From a
marketing perspective, having a relationship with your customer means you
can build loyalty for your products and
services, which leads to greater market
share, improved customer retention,
and other benefits. This is why loyalty
clubs proliferate—they give organizations an opportunity to gather data on
purchasing patterns and use it to guide
decisions on providing services, displaying goods, offering specials, and providing other benefits for their customers.
The focus of relationship building
must, however, be on the “lead user,”
meaning a customer who is both a
sophisticated user of your services and
highly engaged. If you can identify what
that user will gain from the interaction, you will build a relationship that
will help you innovate effectively. Don’t
expect this method of innovation to
replace other tools you use to innovate—continue to use existing methods,
but think about adding co-creation to
your toolbox.
Remember that not all consumers
can assist in product or service development, as their own needs may be
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too narrow to transfer effectively to your
other customers. This is part of the paradox of the co-creation process: your
best customers are not necessarily the
ones who can participate in developing
new products or services with you.
“Co-creation presupposes that customers (i.e., those who buy the product/service) and/or consumers (i.e.,
those who use the product/service)
are accepting of this engagement and
interaction with the company,” write
Eric Vernette and Linda Hamdi-Kidar
(2013). “Creating a brand community
or launching a call for co-creation is not
enough to ensure consumers’ participation.” SLA
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Next-Generation Intranets
Continued from page 27
able training. MOOCs (massive open
online courses) are disrupting the market for e-learning and information vendors. The future of MOOCs is uncertain,
but at present they exist for nearly any
organizational goal, from technology
training to management competencies.
Corporate libraries have always
licensed digital resources on necessary subjects and are now licensing or
purchasing online courses. E-learning
is also emerging as an opportunity for
corporate libraries to manage licensing and copyright. Some are developing information literacy courses tied to
corporate goals for training, orientation
and more.
There are more big trends, but these
are the ones that I think are top of mind
in setting priorities for librarians and
other information professionals serving
specialized needs. SLA

Providing Content Strategy Services
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